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 To determine the effect of information on willingness to pay

Results and Conclusions

Survey Design, continued

" _ . e The levels for each attribute were: Willingness to Pay Ranges for Each Attribute
(WTP) for specific attributes of indoor plants. Attribute Attribute Selection Fixed Attributes
bl | No VOC Information VOC Information No VOC Information VOC Information
Variable Value Flowering $3.24 t0 $41.72 $7.83 10 $32.16 $16.15 $9.45
. Flowering 1if plantis flowering, O otherwise Tags _$8.67 to $71.23 $7.09 to $77.23 n/a n/a
Background Information Tags 1if plant has tags, 0 otherwise Toxiciy $187.48 10-$22.00 $115.28 to $35.94 va va
Toxicity 1if plantis toxic, O otherwise Hardiness (needs some care) -12.151t0 $10.11 -$6.76 t0 -$4.34 ($7.93) ($5.66)
Hardyo 1if p|ant requires little care, 9] otherwise’ reference HardineSS (needs a lot of Care) -$56.23 t0 $52.36 -$68.09 to -$15.16 ($3495) ($2492)
-4 : . : : Hardy1l 1if plant requires some care,0 otherwise Height (4 to 8 feet) -$87.14 10 $2.62 ~$6.30 10 $17.14 n/a n/a
* Florida’s floriculture industry has experienced a large decline . . . Height (8 to 12 feet) -$148.50 to $2.38 -$65.02 to $30.54 n/a na
Hardy2 1if plant requires a lot of care, O otherwise _ _
in Sales from 2007 to 2010 Height? 1if ol : ¢ 4ft. 0 oth _ : Sunlight (Partial) ($3.24) ($4.31) NS NS
. . eight 'Tplant grows from 2Tt to 41T, U otherwise, reterence Sunlight (FullDirect) -59.34 to -$7.40 -$24.76 to -$6.44 ($8.85) ($8.21)
* Sales have increased recently but are not back to their pre- Heightd  1if plant grows from 4ft to 8ft, 0 otherwise VOC -$23.12 t0 $75.23 $16.45 to $112.71 $23.59 $41.04
recession numbers. Height8 1if plant grows from 8ft to 12ft, O otherwise
e A way to increase sales may be to market indoor plants as SunlightLl 1if plantrequires little/indirect sunlight, O otherwise, reference Willingness to Pay Weighted Means (Attrioute Selection)
. : SunlightP  1if plant i rtial sunlight, O otherwi : : : : :
“sreen” or natural indoor air cleaners. anis ' PIant TEQHITES pattial SUNTIEN:, ZOtherwise Attribute No VOC information VOC information
. ] . . SunlightFD 1if plant requires full/direct sunlight, O otherwise .
 Some indoor plants can remove indoor air pollution, also Price &15, $25 $35, 845, and $55 Hardiness (needs some care) ($2.00) ($2.17)
known as volatile organic compounds/ chemicals (VOCs) VOC 1if plant removes VOCs, 0 otherwise Hardiness (needs a lot of care) ($11.31) ($19.87)
(Wolverton, Johnson, and Bounds 1989). This pollution can Sunlight (Partial) ($3.24) ($4.31)
have adverse effects on human health. bt N . ; Sunlight (FullDirect) ($13.93) ($11.65)
° O . O 0 .
* Scientific research has been conducted on how specific . Ofr ot .survleoys pzi/rgélpéntf v(\j/.ere grllvgn ?C]E ran omh th Ee!gﬂit: (g' :O izfefit)t (iiggg) Sggg)
: ei 0 e . .
indoor plants can remove VOCs (e.g. Orwell et al. 2004) but n ;)lrl:natlon d c?u(’]cl SI’ Including t e;\r effects on healt Ts 2 ( ) ( %2 80) ($21 41)
none has examined consumer preferences for this attribute. and howsomein oor P ants. remove t em. Ig . 11' 5 $6.79
* For the surveys allowing attribution selection there were Flowering $11.5 -

Toxicity ($24.29) ($14.77)

20 possible combinations of attributes. Using SAS it was
Su rvey Design determined that 12 choice sets with 5 choices in each set voc $20.61 $39.01
was the most efficient design.

 For example, if a participant chose Flowering, Tags, and
Height as the most important attributes then the
participant received 12 choice sets where each set
contained 5 choices of indoor plants composed of different
levels of these attributes.

* There was an $18.40 increase in weighted mean WTP for VOC,
or a nearly 90% increase ,when VOC information was provided.

« When VOC information was provided to the participants given
the fixed set WTP for VOC increased by $17.45, or 74%.

 Weighted mean WTP changed for other attributes as well. For

 Focus groups were conducted to determine which plant
attributes were important to consumers:
* Height
 Hardiness (level of care needed)

: : * Participants who received the survey with the fixed example:
* Sunlight (how much sunlight does the plant . . : .
requigre ( . P attributes had 12 choice sets where each set included 5 We'ghte‘i a]]cveragg V;/ng(or.f‘;”/d'_re]ft sunll.ght)
: hoices composed of the levels of the attributes Flowering Increased from -513.93 (without information
*  Flowering (does the plant flower) ¢ ' T . .
ey (i(the pIantF’ioxic e Hardiness, and Sunlight. to -IS11.6hS (with I|(2|1format|on), aglf% increase.
e aplant that would grow to 4 to 8 feet at
) Eeg;t(i?;‘re\;r)e plant have a tag clearly Regression Analysis maturity the weighted mean WTP increased
‘ 48%, from -S10.86 without information to -
e Hardiness, Flowering, and Sunlight were the most important to $5.70 with information.
foc.us group participants. o . . * Aconditional logit was used to analyze the data: * Information about VOCs and certain indoor plants’ ability to
* Using ? chmce-basefd conjoint (CBC) participants were emailec Pri v | z) exp(z ., ) remove them does have an effect on WTP, not just for the VOC
One ortwo types of surveys: e 4T attribute but for other attributes as well.
e 1) ACBC thatincluded a fixed set of attributes — > explz )
Hardiness, Flowering, and Sunlight (1/3 of J=l
participants). * where Pr(y,=m/ z,) is the probability of a specific outcome m, z, References
e 2) ACBC in which participants selected three of is the characteristics of the product that respondent i prefers,
' i iCi and J is the total number of products in a particular choice set
. Two attributes \:/Zfes:)r(\;ﬁ;lebﬁﬁsegzc/ h3 s%frszylclirr)iigt:)na VOC (Long 179). P P Long, J.S. 1997. Regression Models for Categorical and Limited Dependent
removal (the ability of the plant to remove VOCs). * In this study, i is the respondent, m is the plant chosen, Jis the ;/ar{abl?;. Adva(;vgdkaugzz.?/t:tlvePTeg?n/zyes Irl’ the Social Sciences
number of plants in each choice set, and z; is the plant attributes orwell e;fs'R Lo\l;\;;and J aT > .F _?ge . Igaw:o[?S’Bnc.h . 2004
It is easy being and levels that the respondents have selected. 4 B rwe N 004, J. 1atran, . ToTPy, an o BUIENE ) '
T e WTP for each attribute was calculated as: wTp = | 20 Removal of Benzene by the Indoor Plant/Substrate Microcosm and
sreen:: ' :BP Implications for Air Quality.” Water, Air, and Soil Pollution. 157: 193—
* where 6; is the coefficient of attribute j and 8, is the coefficient 207.
of the price attribute (Ryan and Hughes 1997). Ryan, M. and J. Hughes. 1997. “Using Conjoint Analysis to Assess Women's
* This WTP is how much more (or less) a participant would pay Preferences forMiscarriage Management.” Health Economics. 6(3): 261-
for a houseplant to have a specific attribute. 273.
* The estimates can also be interpreted as the amount a Wolverton, B.C., A.J. Johnson, and K. Bounds. 1989. “Interior Landscape Plants
participant would pay for the attribute itself (Ryan and Hughes for Indoor Air Pollution Abatement.” Final Report for the National

1997). Aeronautics and Space Administration.
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